
 

 

  

     
 

 

           
 

 

 

 

1. MARKETING SEGMENTATION 8 16 

\inderstand the market demand: -Explain the concept of market demand with 

reference to the purchase decision making process. 
Understand consumer market and organisational markets: -Explain the nature and 

characteristics of consumer market; Explain the nature and characteristics of 

market producer andreseller markets; Explain the nature and characteristics of 

government market; Distinguish the consumer market from other types of markets 

with referenceto their purchase-decision process. 
{Understand market segmentation: -Explain the concept of market segmentation, 

Explain the basis for segmenting consumer markets and business markets; State the 

conditions/requirementsfor effective market segmentation; Describe the benefits of 

segmentation. 7 

Understand market opportunity analysis and the process of target marketselection: -

Explain the process of analysing market opportunities, Explain the processoftarget 

market selection. 
Understand concepts of marketing strategy and marketing — mix: -Explain the 

concepts of marketing strategy and marketing-mix; Explain the elements of 

marketing-mix and the need for developing an optimum marketing-mix. 

\inderstand buyer behaviour in consumer Market: -Explain the buying-process model; 

Explain major factors influencing consumer buyer behaviour. 

Understand organisational markets and buyer behaviour: - Explain the major factors 

influencing buying process in above market (with particular reference to business 

buying behaviour) 
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Rationale:- In this days of competitive business, a course in marketing managementis of great importance to 
the entrepreneur,industrialists and persons working in marketing related department.It is said that 
producingitself is not difficult, but to make people buy the productis. Marketing begins before the product 

exists and continues long after the productis sold. The student will be able to understand the nature and 

scope of marketing management. 

COURSE. CONTENT Hrs Mks 

|. MARKETING MANAGEMENT . 5 
Define market differences between marketing and selling; State the meaning 
of marketing; define marketing management. 

Appreciate the tasks of marketing management: -Identify various demandstates,list 
the corresponding marketingtasks. 

Understand evolution.of.marketing management: -Explain the production concept, 
product concept,selling concept, marketing concept and societal market concept, 
Distinguish between marketing conceptand societal marketing concept, State 

social responsibility of business; Explain consumerism andthe respons¢s of 
business & governmentto it; State reasons for growth of consumer movement, 

State measures providing satisfaction to consumers. 
Understandthe role of marketing in business organisations and non-profit 

organisations: - Describe the role of marketing in business organisations; State the 
significance of marketing orientation in non-business organisations. 
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3. MARKETING RESEARCH 4 
Understand the scope of marketing research: -Define marketing research; Explain 

scopeor applications of marketing research; Explain how managementcangain 
from use of marketing research. 

Understand the concept of marketing research procedure: -Explain the steps involved 
in marketing research procedure. 

Understand the conceptofsales forecast: -Define sales forecast; Explain the 
significance of sales forecast; Explain the methodsofforecasting sales. 

4. PRODUCT PLANNING 6 12 
Understand. the concept of product- mix: -Explain the terms product item, product line 

and product-mix; Explain the concept of optimum product-mix andits importance. 
Understand new product development process: - Explain the meaning and need for 

new product development; Explain all the stages of new product development 
process. 

Understand the conceptof productlife cycle: -Explain “Productlife cycle”; Explain 
the implications of different stages of the cycle for marketing management. 

Understandbrand strategy: -Explain branding and its importance; Explain different 
brand-namestrategies. 

5. CHANNEL OF DISTRIBUTION 4 
Understand channels of distribution: -Explain the nature of marketing channels and 

the reasons for using middleman; State marketing channel functions; Describe the 
number of channellevels; Identify factors that govern the choice of specific 
channels; Explain how an appropriate channelofdistribution can be designed. 

6. PRICING DECISIONS 5. 
Understand pricing as an.element of marketing mix: - Explain general situations under 

which pricing assumes special importance. 
Explain relative importanceofpricing in marketing mix: -Explain majorpricing 

objectives. 
Understand pricing procedures: -Explain the rational approachto price setting based 

on considerationsof three factors, namely cost, demand and competition. 
Explain pricing procedures. 

7. PROMOTION 7 
Understand the importance of promotion function: -Explain the term “promotion” and 

its importance; Explain the communication process; Describe communication 
model and the factors influencingeffective communication. 

Understandthe elements of promotion mix: -Explain the elements of promotion mix. 
Understandtotal promotional budget andits allocation: -Explain howtotal 

promotional budgetis determined and allocated among various promotional tools; 
Explain the factors governingthe allocation of promotional budget. 

Understandthe purpose of advertising: -Explain the process of advertising; 
Distinguish between therole of advertising in consumer marketing and industrial 
marketing. 

Understand major advertising decisions: -Explain the methods of setting the 
advertising budget; Explainthe process of message development; Explain the 
process of media selection; Explain how optimaltiming of advertising expenditure 
can be made; Explain the importance of measuring advertising effectiveness; 
Describe the methods of measuring advertising effectiveness. 

Understand the concept of sales promotion: -Explain the purposeof sales promotion; 
Explain the major sales promotion tools and their selection; Explain how an 
appropriate sales promotion programme can be developed; Analyse the sales 
promotionresults. 

Understand the conceptof publicity: -Explam the conceptof “ publicity” andits 
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objectives; Explain how an publicity plan can be developed and implemented, 
‘ Analyse the results of a publicity plan or a programme 

16 7 8. SALES MANAGEMENT 
Understand the process of managementofsales: -Explain the personalselling and 

need to manageit; Define “Sales Management”; Describe special features and 

limitations. 
Understanding of personalselling process of objective setting and task formation of 

sales force: -Explain “ Sales Structure”; Describe the process of setting goals for 

sales personnel; State the functionsofsales force, Explain the process of decision 

of making about sales forcesize. 
Understand recruitment, selection andtraining of sales force: - Explain the scientific 

recruitment procedureofsales force; State the sources of recruitment; Explain the 

selection procedureofsales force; Discuss the sales force development by 

appropriate method. 
Understand the importance of compensationforefficient sales force development: -

Explain the elements of a good compensation plan; Describe the various types of 

compensation plans; Describe the, objectives of a sound compensationpolicy. 

Understand the motivation of sales force: -Explain the significance of motivating 

sales force; Explain the various motivational tools for improving the performance 

of sales force. 
Understandthe process of morale developmentofsalesforce: -Explain the 

term “ morale”; Explain the factors affecting the morale ofsales force. 

Understand the evaluation ofsales force: -Explain the sourcesof information of 

evaluation; Explain the need of formal evaluation and the methodsusedforit. 

4 2 9, INTERNATIONAL MARKETING 
Characteristics of international market with respectto price, demand and distribution; 

Effect of exchangefluctuations; Banking procedures. 
100 48 Total 
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